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1991 EDITORIAL INDEX 
TO DIRECT MARKETING 
IVIAGAZINE 


Feature articles, columns and news items that appeared in 1991 issues 

of Direct Marketing magazine are indexed by subject matter, author and 

company. The two digits after 91 indicate the month and the number to 
the right of the column refers to the page it appeared on. 


a) 


Advertising/Agencies/Public Relations 
1991 Looks Bleak For Saatchi—9102 
Advertising During a Recession—9 109 
Advertising Forecast Variable, Cloudy—9101 
Advertising Production Connects To Database Marketing—9108 ....24 
Dimac’s Eastern Front—9105 
Ogilvy & Mather Adapts To The Times—91 12 
Saatchi & Saatchi Feels The Pinch—9107 
Saatchi Plan Draws Support—9 104.000.0000... eee ceseeeceesseeceeesseeeeeeeeeeees 53 
Saatchi Profits Continue Downward Spiral—9105 
This Year’s Clios: A Fiasco—9108 
Top Direct Response Agencies—9 108 
WPP Earnings Skid—9109 
War Casts Pall Ad Spending Growth—9107 

Alternate Delivery 
APD In League With Media Giants—9101 
Alternate Delivery On The Rise—9105 
Alternate Delivery Options Are Growing—9 107 
The “Alternate” Alternate Delivery—9109 
UPS Rate Hike Induces Caution—9102 


Banking & Insurance / Financial Services 
Banking On A Sunken Treasure—9101 
BIDDULPH, David L.—9104 
BISSELL, Brent—91 12 
Business-to-Business 
Advertising Production Connects To Database Marketing—9108 ....24 
Europe’s Gates Are Now Open—9109 
How To Price Your Seminar Or Conference—91 12 


C 


CCR Consulting Group—R. Cross—9101 

CCR Consulting Group—R. Cross—9109 

CCR Consulting Group—S. Rapp—9101 

CCR Consulting Group—S. Rapp—9102 

CCR Consulting Group—S. Rapp—9 103.000... eeecceeeeseeeeeeeeeeeeeeeees 67 
CCR Consulting Group-——-S. Rapp—9104 

CCR Consulting Group—S. Rapp—9105 


Call Interactive—B. Rivette—9104 
Canada Post Corporation—P. Lacey—9 101 00.0... ececeeeeeneeeeeeeeeees 35 
Capital Campaigns / Major Gifts 
Selling A Piece of the Pie—9111 
Card Alert, Inc_—V. Merriam—9102 
Careers / Recruitment 
A late bloomer makes her mark—9108 
A man for all seasons—9109 
A man of many talents—9101 
ee a eats tinitiictinsrintentailininnaiinsiaitrniiitintin 
A surprise package—91 10 
First-class Bumpus—9 104 
I aictitinictniceiniisthcndnanrbinictntdtaninsbinaiiitnemivecianasisenine : 
McMurry’s most triumphant touchdown—9 1 12 
New Grads For Hire—91 11 
School Daze—9 109 
Smiley’s spark of creativity—9 103 ..................ccsccssccccecssssccsscessescreses 
The Woody Allen of direct marketing—9 106 
The rewards of self-confidence—91 11.0.0... cece eee sibsnibiakaasantnicdi 
The young new star—9102 
a a bicisiniichisnh Aatieneiiseinlinistienahtitsininsiiaicnhenarantvanniatibhel 
Clemson University—R. Elliott—9 112 
Club & Association News 
DMA Focuses On Governmental Issues—9107 
DMA Miami Vices: Privacy, Recession—9 104 
Direct Marketing Day Says Thank You—9102 
Entertaining The Idea Of Response At DMDNY—9107 
Entertainment Marketers Voice Concerns, Plans—9101 
LIDMA DM Day A First—9101 
List Day Looks At Privacy, Environment—91 10 
Marketers Eye Europe—9110 
Marketers In Quandry Of Concern And Optimism—91 12 ................ 
Spirit Of St. Louis Is Strong—91 12 
Yellow Pages Publishers Examine Issues—9101 
Coffman Systems Inc.—S. Chesters—9 105 .0..........cccccccceseeseeeeeeeeeeeesees 
Commercial Travelers Mutual Insurance Co.—R. Nevins—9102......... 
Communications - Electronic 
Baby Bells Get Green Light—91 11 
Baby Bells Granted Options—9 109 ..............ccccsscsessssceeeseceeeeeeeeeeeeneees 65 
Pa ee iil ccttsinsccteniniccsindenenvernnmismennnmenaneneniintanenetii 20 


DIRECT MARKETING/JANUARY 1992 39 


XIGNI TVIAOLIGA L66l 





1991 EDITORIAL INDEX 


Prodigy Slows The On-Line Flow—9101 
Sprint Telemedia Suspends Some Services—91 11 
Telesphere Files For Chapter 11—9110 
Communications - Post Office 
Board Of Governors Rejects Rates—9108 
Canada Post Strike Settlement Uncertain—91 10 
Canada Post’s Changing Face—910i 
Computer Firms Pool Resources Help Battle Postal Hike—9106 
Focus On USPS, Privacy At Catalog Conference—9107 
List Day Looks At Privacy, Environment—91 10 
New Stamps Causing Old Problems—9103 
New USPS Labor Contracts—9108..................sssscscsssssssscrsscssssssseeees 31 
PRC Drops Boom With Recommended Postal Rates—9102 
PRC Shows Independent Streak—91 11 
Posties Back To Work—91 12 
USPS Almost Fail To Make The Grade—9101 
USPS Cuts Deficit—9101 
USPS Labor Negotiations Go To Arbitration—9101 
CJS POMMCTS List URN — BIZ 0... cen essencrnsesscnciovsesesnesessovcnsossvssorenees 13 
USPS Puts PR Twist On Annual Report—9104 
USPS Remains In The Red—9110 
USPS Seeks Second-Class Discounts—9110 
USPS Ups The Ante—9103 


Communicomp—H. 
Communicomp—H. 
Communicomp—H. 
Communicomp—H. 
Communicomp—H. 
Communicomp—H. 
Communicomp—H. 
Communicomp—H. 
Communicomp—H. 
Communicomp—H. 
Communicomp—H. 
Communicomp—H. 


Lewis—9101 
Lewis—9102 
Lewis—9103 
Lewis—9104 
ey Ne ee SO we 53 
Lewis—9 106 
Lewis—9 107 
Lewis—9108 
Lewis—9109 
Lewis—9110 
Lewis—91 11 
Lewis—9112 


Computers - Hardware/Software 
Back On The Market—9108 
CD-ROM Software Makes New Technology Accessible—9106 
Computer Firms Pool Resources Help Battle Postal Hike—9106 
Developing Programs For Desktop List Analysis—9106 
Lotus Cancels CD-ROM Project Amid Privacy Concerns—9103 
Lotus On The Acquisition Trail—9105 
Making Your Marketing Data Usable—9101 
New Software Zips Corrected Addresses To Mailers—9 106 
Selecting The Right Software System—9106 
System Helps Marketers Develop Ad Strategies—9 106 
The 1991 Guide: A Galaxy Of Software—9106 
The New Frontier—9105 
re es paceinsniccsnicnennsteiitsniitadalcinnioninedemnninvbvnatidassinha 36 
The New Frontier—9107 
The New Frontier—9108 
Se Ne II bcakiniichstinstinctsnisnsanniacectionibneitcasiies cnsaanssvatecsitiniandien 36 
The New Frontier—9110 
CONRAD, Paul—9102 


Consumerism 


Financial Services Marketers Turn To Customer Service—9108 
COOPERMAN, Rhonda—9106 
COOPERSMITH, Jeff—9109 
Copy, Art & Format 
Creating For Readership And Salesmanship—9 103 ..................s000000 47 
Involving Copy=Persuasive Copy—9101 
The Creative Mix-Up—9102 
The Future Of “Force-Communication”: 


Power Communication—9101 
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The Future Of “Force-Communication”: 
Power Communication—9 102 

The Future Of “Force-Communication”: 
Power Communication—9 103 

The Future Of “Force Communication”: 
Power Communication—9 104 

The Future Of “Force Communication”: 
Power Communication—9105 

The Future Of “Force-Communication”: 
Power Communication—9 106 

The Future Of “Force-Communication”: 
Power Communication—9 107 

The Future Of “Force-Communication”: 
Power Communication—9108 

The Future Of “Force-Communication”: 
Power Communication—9 109 

The Future Of “Force-Communication”: 
Power Communication—91 10 

The Future Of “Force Communication”: 
Power Communication—91 1] 

The Future Of “Force-Commnunication”: 
Power Communication—91 12 


Corporate Giving - Matching Gifts 


Message From Olympic Sponsors—9 105 ..0.............cssseccceeesssssereeeeeeees 18 


Cowles Publishing—S. Higgins—9107 
Creativity 


1991 Echo Awards: Spotting the Trendsetters—91 1] 
A Free Lunch—Gold Mailbox Award—9111 
Caples Award Winners 1990—91003 .................ccccsssscssssccsssecssssessseees 37 
Caples Awards Honor Sugarman, Weintz—9103 
Caples Deadline Nears—9109 
Christian Children’s Fund—First Prize Caples Award—9103 
Creating For Readership And Salesmanship—9103 
In the Mail (Road To Ruin, Being Yourself...Successfully)—9101...28 
In the Mail (Diners Club, Zoological Society of San Diego) —9102 .19 
In the Mail (A Breathless Promotion, A New War Report)—9103 ...22 
In the Mail (Naisbitt’s Copy, Diary of Rosenfields)—9104 
In the Mail (Sierra Club, Day-Timers)—¥105 
In the Mail (Peterman Owner’s Manual, 
MCI “Friends/Family”)—9 106 
In the Mail (Long May Hawken Mail, It’s Your Choice)—9107 
In the Mail (Forbes, Lexus Lease Program)—9108 
In the Mail(Eco-mailers)—9 109 
In the Mail (American Express, Neiman Marcus Catalog)—9110 
In the Mail—911 1] 
In the Mail (The Wellness Encyclopedia, Worth)—91 12 
John Caples Awards Breaks Tradition—91 11 
Owens-Corning—First Prize Caples Award—9103 
Pedigree Petfoods—First Prize Caples Award—9103 
Ryder Truck Rental—Frist Prize Caples Award—9103 
Schenlev—First Prize Caples Award—9103 
The Crying Mechanics—Diamond Echo Award—91 11 
The Creative Mix-Up—9102 
The Prescription For Success — Henry Hoke Award—91 11 
Thorton & Company—First Prize Caples Award—9103...................37 
Topdeq—First Prize Caples Award—9 103 ..............c:ccccessseeceeeesseeeeees 37 
Banking On Success—Silver Echo Award—911 1 
Call Friday—Silver Echo Award—9111 
Finding Prospecting Pleasant—Bronze Echo Award—911 1 
Grill Mailing Squeezes Out Competition— 
Bronze Echo Award—91 | 
Gold Echo Award Winners—91 11 
Hockey’s Cutting Edge—Silver Echo Award—91 11 
It’s A Wrap—Silver Echo Award—9111 
Medium Dow Jones’ Message—Bronze Echo Award—9111 
No Bones About It!—Bronze Echo Award—9111 
That’s Your Ring!—Leader Echo Recognition—91 1 1 





Walnut Acres Uses A Fresh Approach—Echo Finalist—9111.......... 





Wine Shops Green With Loyalty—Gold Echo Award—9111........... 37 
Yes, It’s Worth It—Gold Echo Award—9111 .......ceeceeceseeseseeeeeeeeees 35 
Xerox—First Prize Caples Award—9103 ..........:cscccssssseseeseesseeesseeees 37 
Credit/Credit Card Marketing 
PTE a Oe disiticcsvsestecessstceninnstnvreivevenvesvevevsniestuis 10 
AMEX SOCKS S0t Tes Agth——91 11 ......ccsccceserecserevececescoscesevesevnsscconsesess 12 
IT cider inttiitennnissrcinninncinicinisniinniananinniiceniienini 70 
Banking On A Sunken Treasure—9101 00.0... essseeeesseeseseeeeeeeees 22 
Catalogers Fear New Chargeback Policies—9 109.000... cceeeseeseeeeeees 6 
Equifax Ends List Rental Practice—9109 ........... sin ideiiesipuradiiicatemniainit 13 
Risk Management For Survival—9102 ...............ccccccsssseceeeesseeeeeeeeeeees 37 
Surviving The Chargeback Rule—9112 0.0.0.0... essseccesseceetseceeseeees 23 
TRW Target of Privacy Violation Suits—9109..00....... eee eeeeeeeeeeeeeees 6 
ee re OO Abie ttrnitciiieisissiniloninlaipinndtinionitia 8 
VISA Enters Eastern Bloc—9101 .........cccccccssccccersocsssecsecescscesecseseseres 20 
VISA Launches Catalog Request Program—9110.............::cseseeeeees 12 
ee ID sss cuieitsisneiipincenninicsnetuiivgevitnibnteriatebemmnneiennndinneti 30 
ee: Se MIE s icscsiasis-vssnninshinladenienctinictnepeisiishcnnuetbinleninibinitnisdbankenitni 24 
is 
DIRECTEL, Inc.—J. Coopersmith—9 109 000.0... eeeseseceessssreeessseeeenees 43 
eg Site PUI diicinssccviscsintecidisnssmndedeverveniesennvstmenesiiaicsmmenteieniil 60 
a 5 ek hh iiiencccninnsiuentondsniccinnseinnadinciacnanebiesinntoennaiatieih 64 
Daly Direct Marketing—M. Daly—9103..............ccsssccsssscesssceeseeeeeees 60 
Daly Direct Marketing—M. Daly—9109 000... cece eeecessseeeeetceeseeeeeeees 64 
Database / Frequency Marketing 
A Cataloger Displays Its Successes—9112 ..........ccesssssssteesseeesseeeseees 28 
Aims Cvertmnebed Wort 910 Z........ceccccrcrersccccsssoccenccosecervasccesersnsesccees 21 
PP iiesinincethkenlicnseivceedusiinnitesdaiaenieishiniiciiiilislininiiehaneptinmveunihiinital 28 
Consumer Fantasies Fulfill Marketer’s Dream—9108....................... 40 
en INS ei ccccsiceuinncsescccorenguinseresshineninsiianemaieastpeononitieintil 21 
Database Plans Gome Bust—9 102 .......cccccccsssecesescesveccoesssecesneccecevosssers 79 
L260 ERGOT Y QVESVISW DIGG o.ccccccccsseccensscecscuservececsoccsecssccssessonseesees 46 
Making Your Marketing Data Usable—9101 0.0... ceeeeseereeseeeeeee D2 
ee | | TE TE 22 
Not Just For The Little Guys—9105 000.0... eccsssccssseecesseseeesseeeeenees 20 
Profiting From Database Marketing—9 109 0.00.0... eeseeeeeeeeeeeeeeees 24 
gE TE ON ETE CNT TTT 52 
The Private Database Promise —9 101 ................ccssssscceeesssssereceeesseeees 30 
Weapon of choice: database—9106..............ccsssccssscessscesseeeesseeseeeeees 65 
EE Te Oe RI TE EC OO OT? 24 
Ns At RE siiibcisevenshatcsensecinnienrinniovinnntieniiandenneetseenlaieed 43 
es CNN ee cniistinevintiincsnnsainndessinisnbndaiinipnsilousiaiaesinicnhiipial 45 
eg NN I ID inns scccviemiennsnsiuintecniinsicttibiniiateehiimesenniiannnaineieetnitis 20 
Ns, Ne MO cciticesecoxiccnrerssnenieinensiestenidesintiiceeieupeiinsinlinnaii 19 
eas I TU ile tnicesiccicisninnnsictlidiuiahiinsisitepdaienimnneiusaesaninindie’ 29 
ene ne eT eT 42 
COE PRR, PONE I circcccesenscesneveczerccenesenntenstansennensrstesnmiensel 46 
eee, SI Bi coniconeninanienennnvtnneiionosiendeibenerdnesnnmentnecbil 48 
Doubleday Book & Music Clubs, Inc.—R. Posch Jr.—9101.........0000... 74 
Doubleday Book & Music Clubs, Inc.—R. Posch Jr.—9102................. 67 
Doubleday Book & Music Clubs, Inc.—R. Posch Jr.—9103................. 61 
Doubleday Book & Music Clubs, Inc.—R. Posch Jr.—9104................. 67 
Doubleday Book & Music Clubs, Inc.—R. Posch Jr.—9105................. 71 
Doubleday Book & Music Clubs, Inc.—R. Posch Jr.—9106................. 66 
Doubleday Book & Music Clubs, Inc.—R. Posch Jr.—9107..........0...... 74 
Doubleday Book & Music Clubs, Inc.—R. Posch Jr.—9108................. 65 
Doubleday Book & Music Clubs, Inc.—R. Posch Jr.—9109.........0....... 66 
Doubleday Book & Music Clubs, Inc.—R. Posch Jr.—9110................. 65 
Doubleday Book & Music Clubs, Inc.—R. Posch Jr.—9111................. 60 
Doubleday Book & Music Clubs, Inc.—R. Posch Jr.—9112................. 65 
E 
Educational Development 
FYI...It’s Back to School Time—9 109 00.0.0... eeeeeeteeeeeeesessseeeeeeees 35 
ee I IE dhs tcisnnenicdneensssteeunsnnisninvintcbsesoetucceinniiveincbsinian 31 
Estin B. Kiger & Associates—E. Kiger—9103 ..............ccsssseeeseessenceenees 47 


F 
First Chicago Corporation—L. Petrison—9101 ..0..........:cccccceeseeeeseeeeeees 57 
a NII tasiitihadsccsicaitichesetansniviniiinnteanenvissedisnectitbusietebntiviontni 29 
ras I fi icinyaiesnsnineceneninssebediessntesstistabiivilnioeatigiavitictatbtiehd 46 
LT TT aT ET 39 
en NT iiaesicnecpnenssebienesiiaaniiesiesipipbaeseqhupiesvtbdnimictats 36 
Fulfillment / Customer Service 
Conference Reports Customer Service Is A Priority—9109.............. 79 
G 
Gardener’s Supply —P. Conrad —9 102 .0........cesesecesseesecesseeeseeeeeeeceees 35 
COPIES Og PG IES vaceevcceccscnrevncvecsssesetersteenesorsonsecnnees niitiocel 46 
a a rane cic aisccnntdnnieievidnimonedencecebpnabebatniipptimicnnsninien 32 
General - Direct Mktg / Trends / Issues 
1990 Editorial Index To Direct Marketing Magazine—9103 ............ 55 
An Untapped Market: The Home-Based Business—9104................. 37 
Are Marketers Turning Green ?—9 102 .00..............sccccsesecceseeeceeeeeeeeeees 27 
Co-op Catalog For Holiday Season—91 11 0.0.0... eee eeeeeeceeseeeeeeeees 12 
Colonial Penn’s Future Is Questionable—91 10 .0.............cccccceeeeeseeeseees 6 
Cox Snaps Up Val-Pak—9108 0000.0... ce eeeeeeecesteeesceeeceeeeeees ialicbesiantk 12 
DMA Voices Concerns To U.S. Supreme Court—9110.................... 17 
ee I IE satin ccicrnrsenentereestiisbestuinsincesndiniinncnretemicien 16 
Elle Magazine Is Covered In Ads—91 11 o0..........eceeececeeeeeeeeeeeeeeeeeeeees 10 
Europe’s Gates Are Now Open—9 109.000.0000. ecccceceeseeeeeeeeeeeeeeeeeeeeees 46 
FYI...It’s Back to School Time—9 109 0000... cceeceeeeeeeeeceeeeeeeneees 35 
Gerber Rides Along With FTD—91 11 ooo... eee eeceeeeeneeeeeeeeees 13 
a Ue Se eeitericnantsicinisctsiticsrsncenahipsesqmpamnsgusctitonerseneionitins 28 
How our strength became our weakness—9102....0.........ccecseeeeeeeeeeees 63 
Laurie Spar Recognized By WORG—911 12 00.0... cece teeeseeteeeteeeeees 10 
Look who’s bad-mouthing junk mail NOW—9101 .0..... eee eeeeeeeeeee 77 
Metromail Seeks Better Focus—9 103 .00...........cccceeceseseeeeeeeeeeseeeeeeeeees 19 
Novel Coupons Introduced—91 11.0.0... eeeeceeeeeeeesseeeeeeseeeeseeeeeees 12 
eI Taitieiisiitscsitnnnidinnsoncscincsaasiiinetinnnpiininiicmiadicitaimcateita 28 
I iicctiiitalesiictrccrietecenscatsncisineniiaieutiniiningseiesstleniipil 67 
Special Interest Rolls Ahead—91 10.0.0... ee cceecstteeeseteesteeeseeeeeees 13 
Strunk Leaves Quaker Direct —9101 ..........cccccccccccccccsccscsccsccccccssceseces 15 
TE oe 52 
eT ET 76 
iia iaintsercieinecitiniamniisnnnicininiinteniainttitnniniaisiasl 62 
ee eNO SUP aI PIED sinneneoncensisvennesisensnnscsauinetentienasenentenbedetel 6 
Walter Kart Secs Chama —— 911 I ........cececocecsocseccscsescresceessecerceroesceceoes 13 
Sree NII icecnrensiecetiscnisernsenntntnncnntinssnemennnnt someatueininisiiilaiias 40 
NIE si issccincseiinevosesiennevesereinetntainenciighinaiisiaitieudinihiiennibii 72 
ETO STATI OREN RT COR Se 61 
ee OUITIIITIN 63 sesicsnincnssostnnscuninsitntinebinienieessenehusidieninbevitensendtiie 60 
Na iiiciaiveciciininmiseciconeinttiiisinabnininseencineneiniiennatiel 73 
iii cpicnsisincncenicntnsinuiinniennsnennsnoustnntadetinnininsbenadinntend 69 
IIE oi ccckisertnensitnconcnpsisenvidiaciinaiasnereveaieniiiiaemnstnetetsinnntiion 72 
atti cectdnnscsnvenicisetinenaserineenivtaninsaensviansniiantenit 67 
es Sera isaciicinssssniensnpncrsntlinunsieceiaieniuntiisetinesinisinetncensestine 69 
aN cnsintnisinctpisnsidnseitenrenniinmnsinninninianavetniienntiontalaladaentnieti 58 
Se iain teiensinitinisniceniveninenmesshssnciininsinnsitincmnmieciniend 67 
Gordon’s Alley—M. Raphe]—9 101 ............. cece cceeecseeeeseeseeeesseeeesseeeeeees 71 
Gordon’s Alley—M. Raphe]—9102...............csccsssscsssscceseeessseeseereeseeeeees 53 
Gordon’s Alley—M. Raphel—9103...............ccsssscsseeseseseeeeeseeeeseseeeeeens 49 
Gordon’s Alley—M. Raphe]—9 104.0000... .cccccssesesseeeseceesseesseeeeeeeeneees 54 
Gordon’s Alley—M. Raphe]—9105...............cccsscsssseeseseessseeeseeeseseeeeees 54 
Gordon’s Alley—M. Raphe]—9 106. ...............:ccccsssssssssesesesereeseeeseeereeees 50 
Gordon’s Alley—M. Raphe]—9107...............::cccscscssssssersceeeeessenensseeesenes 52 
Gordon’s Alley—M. Raphe]—9108...............cccccsssssseeseeceesesesecseeesseeeeens 50 
Gordon’s Alley—M. Raphel—9109...............:cccssssssscsssecsssssseeseeeesereeeees 49 
Gordon’s Alley—M. Raphel—91110...............:ccccssseseeesseeeseeeeeseseeeeneeeees 46 
Gordon’s Alley—M. Raphe]—91 11.00.0000... ee eeceeeeeeereeesseeesneeeeeneneeees 42 
Gordon’s Alley—M. Raphe]—9112.............cccssssscseseseseeeeessseceesessnsennees a 
ee aitasscniecscerieninetennianintipieniinsinpmenimiiecinnnine 30 
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1991 EDITORIAL INDEX 


HAWKINS, Michael R.—9102 
HIGGINS, Shaun—9107 
HOLMES, Lesa—9102 


Idelman Telemarketing, Inc.—J. Symon—9105 
International Marketing 
A “Peaceable” Promotion—9106 
CDMA Conference: Information Key To Economy—9107 
Canada Post’s Changing Face—9101 
Canadian privacy outlook—9104 
Database marketing—lack of commitment—9 103 
Direct Response Embraced In Middle East—9101 
Direct mail: a love/hate relationship—91 10 
EDMA Objects To Data Restrictions—9101 
Europe’s Gates Are Now Open—9110................s000 jiniaiiiniilaeinepigl 48 
European Cataloger Receives Warm Welcome—91 12 
Federation Of Marketers Is Established—91 12 
How information can preserve privacy—9107 
International Mail Order—9110 
Issues to keep an eye on—9111 
Making the most of the recession—9105 
Marketers Eye Europe—9110 
Marketers With A Yen—9111 
Marketing And The Global Economy—9101 
Montreux Falls Short Of Expectations—9 107 
Montreux Movement Continues—91 10 
New Head At Montreux—9101 
Private Secrets—9 104 
RSVP Awards Honor Canada’s Best—9101 
Retailing realities—9 109 
Speaking Of Direct Marketing...—9101 
The business marketplace update—9 108 
The microprocessor revolution—9 102 .0...........cccccessseeceesseseeeeseseeeeeeees 65 
Trade Wars End In Europe—9108 
Upbeat In Barcelona—9106 
VISA Enters Eastern Bloc—9101 
Weapon of choice: database—9106 
Where are they now?—9101 


JACKSON, Donald R.—9102 

JACKSON, Donald R.—9108 

JACKSON, Donald R.—9110 

Janet A. Smith Communications—J. Smith—9105 
Janet A. Smith Communications—J. Smith—9106 
Janet A. Smith Communications—J. Smith—9107 
Janet A. Smith Communications—J. Smith—9108 
Janet A. Smith Communications—J. Smith—9109 
Janet A. Smith Communications—J. Smith—9110 
Japan-America Mktg. Institute—R. Garrity—9111 


Karen Gillick & Associates—K. Gillick—9101 
Karen Gillick & Associates—K. Gillick—9102 
Karen Gillick & Associates—K. Gillick—9104 
Karen Gillick & Associates—K. Gillick—9105 
Karen Gillick & Associates—K. Gillick—9106 
Karen Gillick & Associates—K. Gillick—9107 
Karen Gillick & Associates—K. Gillick—9108 
Karen Gillick & Associates—K. Gillick—9110 
Karen Gillick & Associates—K. Gillick—91 11 
Karen Gillick & Associates—K. Gillick—91 12 
KAY, Neal—9101 

KEANE, Timothy J.—9107 
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KIGER, Estin—9103 
Kobs, Gregory & Passavant, Inc_—L. Holmes—9102 


KUIPERS, Bill—9106 


Re IE vicsssictcti ein iiinnicidcranninsiencipnncnnenintinincananipientanieiptedeiolstibiaiat 
Lead Generation 
The Private Database Promise—9101 
Legislation - Federal, State 
A song for the unsung—9108 
Catalogers Lose Use Tax Case—9105 
Court Delivers Use Tax Setback—9104 
DMA Voices Concerns To U.S. Supreme Court—9110 
Don’t bet on a sustained, real growth recovery—9109 
Enhanced customer choice is never negative—91 11 
Feds Eye Phone Sales Pitch Restriction—9 109 
Free speech on the ropes?—9103 
L.L. Bean Won’t Be Heard On Nexus—91 10 
Leave a good law alone—9106 
Marketers Eye Europe—9110 
Marketers Relieved By Use Tax Victories—9 108 
Now or never—9112 
Panel Passes Telemktg Proposals To Protect Consumers—9 109 
Personal liability for environmental violations—91 10 
Put your money where your money is—9105 
Ruling No Sweat For Marketers—9105 
TRW Target of Privacy Violation Suits—9109 
Tough environmental guidelines proposed—9 102 
Use Tax Battle Proceeds—9107 
Use Tax Becomes U.S. Supreme Court Issue—91 11 
Use Tax Relief And Disbelief—9106 
Use Tax Victories, For Now —1005 .......:ccccsscssessssscsossesenseaversssesestenees 
With rarely even a lone dissent—9 104 0000... cece eeseeeeceeeeseseereeeeeeees 67 
You saw it all at the fair—9107 
LEWIS, Herschell Gordon—9101 
LEWIS, Herschell Gordon—9102 
LEWIS, Herschell Gordon—9103 
LEWIS, Herschell Gordon—9104 
LEWIS, Herschell Gordon—9105 
LEWIS, Herscheil Gordon—9106 
LEWIS, Herschell Gordon—9107 
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